1974 
Editorial 
Index 


Index of Media Decisions for 1974, arranged by subject and content. 
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in March of 1970 (of January-December issues in 1969), in February 
1971 (of January-December issues in 1970), in March of 1972 (of 
January-December issues in 1971), and in April of 1973 (of January- 
December issues in 1972), and May 1974 (January-December 1973). 


BUSINESS 
PUBLICATIONS 


SPECIAL REPORT: Shopper's guide to 
Major 
markets and media that a “‘typical’’ trade 


merchandising trade publications 


merchandising specialist must know about 
The buyer’s view. How five advertisers use 
trade books. The publishers’ view 
January, p. 107 

How Wall Street woos the public 
Troubled finance market prompts brokers 
to re-target their ad media toward the indi- 
vidual investors and to vary their media 
mixes. June, p. 54 

How Sherm and Sheldon pick Crane's 
35 trade magazines — When there are over 
200 books to choose from how do you con 
centrate your shots? November, p. 68 

Cost of ad production — Don Dodge, vp 
Black-Russell-Morris, has an answer to Al 
Ries’s worry about the high cost of busi- 
ness magazine ad production. November, 
Pp 110 

Year of flexibility, 1975 A three-part 
forecast prepared by the MEDIA DECISIONS 
staff. December, p. 53. Part | Key 
words for the new year are flexibility, ac- 
countability, and concentretion, p. 54. Part 
2 Business press is optimistic. Con 
sumer magazines are off to a good start 
Newspapers pitch their flexibility. Outdoor 


has some recession proof clients, p. 56 


As I See It columns 
om business magazines by: 


Al Ries The disappearance of farm 


publications as a separate media category 
and the emergence of strong farm-oriented 
business publications is a sign of strength 
not weakness. January, p. 78 

Larry March 


tive ways to judge the editorial content of 


Here are some subjec 


business magazines. February, p. 74 
Al Ries 
dardized page size. March, p. 74 


The call is out for a stan 
Larry March — Review the use of direc 
tories and catalogs; they deserve more than 
April, p. 78 


Business magazines may be a 


a passing glance 

Al Ries 
more efficient and inexpensive means to 
communicate. May, p. 80 

Larry March — With the number of new 
business publications growing rapidly, the 
sales representative is more important than 
ever. June, p. 72 
Lois Seiden Continuing proliferation 
of publications, paid versus controlled cir 
culation and staff versus contributing writ 
ers are among many issues unresolved in 
business press. July, p. 92 


Marc h 


publications represent an excellent adver 


Larry Business association 
tising medium solely in need of develop 
ment by publishers 

Al Ries 


undermining advantages of being the lead 


August, p. 66 


High cost of ad production is 


ing publication, since advertisers will buy 
space in more than one publication just to 
lower percentage of non-productive ad in 
vestment. September, p. 93 

John Lamson Growing cost of sales 
calls makes use of business press a smarter 


investment than ever in many Cases of new 


product introduction. October, page 80 

Larry March Means should be found 
to increase advertiser participation in BPA 
comparability studies if publishers are to 
believe time and money spent is worth 
while. November, p. 80 

Wes Rosberg 
takes in overlooking audit bureaus. De 
cember, p. 70 


Industry is making mis 


CONSUMER 
MAGAZINES 


John Mack Carter takes over American 
Home. His first autonomous issue to be in 
April. Media Month, January, p. 10 
Wine market 
ers are pouring out the ad dollars to take 


rhe corks are popping 


advantage of their increasing popularity 
with young people. January, p. 56 

Target — marketing the tuxedo After 
Six sold $51 million worth of dinner jack 
ets last year. It took four separate market 
ing plans, magazine schedules, copy 
themes to do it. February, p. 54 

Scoreboard of 1974's magazine rate 
rises Magazine rates are rising, but 
there’s a general move to make the reader 
pay more and to cut circulations to hold the 
price line. June, p. 58 

The city magazines Why haven't 
more national advertisers made use of the 
slick stock and prestigious editorial of this 
fast-growth medium? August, p. 58 

The inflights take off After years of 
obscurity inflight magazines are winning 
prestige clients and polishing their own 
image as an upscale medium. September, 
p. 64 

The 1974-75 sports explosion Sports, 
the great American entertainment machine, 
continues to gobble up broadcast time and 
devour columns of print as advertisers vie 
to foot the bill. November, p. 64 


As I See It columns 
on consumer magazines by: 

John Meskil The first half of °74 
looks strong for magazines. The second 
half remains clouded by too many 
economic factors to make any accurate 
forecast at ths time. January, p. 80 

Sandy Resienbach Grey pulled to 
gether all the magazine data available to 
them to help alleviate the problem of decid 
ing between two books with the same de 
mographics. February, p. 76 

Dan Borg 


found themselves having to do without a 


Media practitioners have 
very necessary tool comprehensive au 
dience research. March, p. 78 

Dave Arnold 


economize even further now that the gov 


Magazines will have to 


ernment has removed wage and price con 
trols from the paper industry. April, p. 78 


John Meskil Here are some reasons 
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why new magazines deserve special atten 
tion from buyers. May, p. 74 
Mike Drexler 


reproduction, though not necessarily wide- 


A drop in four-color ad 


spread, seems to be occurring in enough 
publications to make us all a little uncom 
fortable. June, p. 80 

Dan Borg 


magazine field must employ adequate mar 


New entries in consumer 


ket research or poor salesmanship will con- 

tinue to play role in publication failures 

July, p. 88 
Dave Arnold 


with audience measurements, Three Sigma 


In era of preoccupation 


Research Center's Reader Action Profile 

may be useful step toward distinguishing 

between types of readers. August, p. 70 
John Meskil - 


publications could force advertisers into 


Soaring rates in some 


other media. One area of cost economy 
might be research, where less frequent 
measurements could be adequate. Sep 
tember, p. 94 

Frank Carvell Computerized tech- 
niques should not be allowed to supplant 
professional judgment, especially since 
professionals are responsible for shifting 
the weight given to raw data in computer 
programing. October, p. 82 

Roger Bumstead 


should concentrate on improvements in 


Magazine salesmen 


editorial content and signs of greater reader 
receptivity in promoting their periodicals 
November, p. 82 

Lois Seiden It's possible that syndi 
cated research has become impossible to 
achieve with any reliability, in which case 
other values, such as attitudes and media 
content should received more emphasis 


December, p. 78 


GOVERNMENT 


The energy **When 


everyone s shell shocked, the tough 


crunch 
marketer takes overt That's probably the 
most bullish comment we gathered from 
agencymen, but most have gotten over the 
shock of learning that all is not well in the 
economy. January, p. 51] 


Will the 


The answer 


Airlines in the energy crunch 
cutbacks affect ad schedules? 
seems to be: flexible media, short-term 
commitments, local media plans. January, 
p. 54 

Roundtable 6: The Fairness Doctrine 
Top spokesmen for the FCC, the FTC, the 
advertiser/agency community, con 
sumerists, and broadcasters explain their 
differences in controversy that is heating 
up again. February, p. 51 

rhe energy cruncii: Oil companies speak 
up Gasoline advertisers and others turn 


to paid space to present their side of the is 





sues raised by shortages. March, p. 56 
Viewpoint Who protects the chil 
dren? 


Engman of FTC says, *‘Children 


should be protected Ricchiuto of 
Hicks & Greist says ‘‘the parent, not the 


child decides.’’ November, p. 88 


INTERNATIONAL 


International: Who gets the major media 
May, p. 110 
International: Media buying in Japan 
MEDIA DECISIONS Takashi 
Senko of 


Tokyo, and finds some new and old ways 


dollars around the world 


nterviews 


Oshawa, president of Chuo 


of media buying on the Ginza. June, p 
106 
INTERNATIONAL 
AND MEDIA 
cludes: Common cause worldwide: Self 
138; Dentsu goes bal 


MARKETING 


- This special sections in 


regulation, ps 
pg. 146; ‘Europe beats the world in solv 
ing adproblems,”’ pg. 150; Media report 
from the U.K., pg. 156; Media buying in 
Italy, pg. 162. October, p. 137 


MARKETING 


The corks are popping Wine market 
ers are pouring out the ad dollars to take 
advantage of their increasing popularity 
with young people. January, p. 56 

larget-marketing the tuxedo After 
Six sold $51 million worth of dinner jack 
ets last year. It took four separate market 
ing plans, magazine schedule copy 
themes to do it. February, p. 54 

How to woo the working woman She 
represents a dynamic growth element in the 
U.S economy but vital questions are still 
unanswered on how to reach her. January, 
p. 64 

Sandy Buchsbaum’s showcase for Rev 
lon — Environment is the key to successful 
merchandising of cosmetics at the point of 
sale. The same principle applies to adver 
tising In major media, according to Guest 
Editor Sandy Buchsbaum. January, p. 68 

No make believe in movie budgets 
They're for real: Some cost more to adver 
tise than to make. Strategy is big splurge to 
get box office action on first run. February, 
p. 60 

Will Madison Avenue succeed in retail 
ing? —- Big question is whether giant agen 
cies can handle both national and retail 
brands without conflict of interest. March, 
p 5] 

Move over Chiquita 10, Dole 
decided to challenge the giant with a 
branded banana bearing its own name 
Here’s what happened. March, p. 66 


Door-opener How Bob Booth, Met 


ropolitan Life’s advertising director, 
spends $7 million to make his agents more 
welcome. March, p. 126 

SPECIAL REPORT: The search for 
Spanish Gold — How a handful of national 
advertisers are tapping the $20 billion 
Spanish-language markets. March, p. 137 

Perdue He was the first to brand the 
chicken successfully. Here’s his marketing 
and media strategy for what has become 
Delmarva’s leading industry overnight 
April, p. 62 

Pearl — She's in the act in competition 
with Frank Perdue in commercials for 
Paramount Poultry. She’s not laying an egg 
either. April, p. 63 

The campaign that psychographics built 
— How Bermuda’s tourism schedule was 
developed around a behavior and attitude 
study that helped match the market to the 
April, p. 64 

Snowy Bleach fights back Recovery 
of market share for this Gold Seal brand 
hinged on finding new consumer benefits 
for an old product. April, p. 66 

The story behind those $30 million 


media 


cereal dollars — Eight new brands are 
backed by 


budgets, and the whole ready-to-eat cereals 


making it, strong media 
market is taking on greater importance in 
supermarket sales. May, p. 57 

The Beauty and the Beetle Volks- 
wagen still commands a huge market for its 
famous Bug, but it’s tuming to beauty of 
design in new models. May, p. 60 

The motorcycle boom — Japanese inno- 
vations in motorcycle design, target mar- 
keting, and heavy mass and class media 
usage beat U.S. cycle manufacturers on 
their own ground. May, p. 66 

How Wall Street woos the public — 
Troubled finance market prompts brokers 
to re-target their ad media toward the indi- 
vidual investors and to vary their media 
mixes. June, p. 54 

The radial drive Steel-belted radial 
tires have come to the rescue of tire adver- 
tisers during a gas-shortage crisis. July, p 


56 


“IT can’t find enough media for my ad 
In this call for HELP 
guest editor Richard Grieb explains why he 


dollars 


has initiated a search for new ways to use 
old media and new media in which to ad- 
vertise Smirnoff brands. September, p. 53 

The beer battle In both radio and tv 
the 21 leading beers are locked in combat 
over the best sports sponsorships and ad 
jacencies. September, p. 58 

How a retailer's media idea went na- 
tional Lees Carpets has found a way to 
mix national magazines with coop tv and a 


strong dealer display. October, p. 62 
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To the rescue How John Musgrave 
rolled out an emergency marketing and ad 
vertising program for 
Spokane. October, p. 70 

GRANADA, Ford's biggest intro 


Ford is betting its new Granada meets the 


Expo °74 in 


mood of car buyers today. Guest Editor 
Bob Gillooly, Ford media manager, ex 
plains the strategy and tactics. November, 
p. 58 

$1.2 million pizza push The media 
Strategy of a new fast-foods franchiser 
shooting for family patronage. December, 
p. 62 

Blacks 
Black agencies tell how they sell in the 
Black market. November, p. 70 


Six agency media experts with 


As I See It marketing columns 
by Joe Ostrow: 

4 campaign should be evaluated in 
terms of freshness to the consumer, not to 
the plan-weary marketer. January, p. 70 

The movement towards a highly negoti- 
able form of buying is an advantage to the 
marketer and allows media to reflect the 
dynamics of the marketplace and its chang 
ing set of values. February, p. 70 

Watch for the pitfalls in sophisticated 
market tests. March, p 

Research is at its best when the judg 
ments that come from it deal with realistic 
and important differentials of dimension 
April, p. 68 

Following the “‘rules’’ of successful 
product introduction too closely can lead to 
Stagnation. May, p. 82 

The time advantage in being first to mar 
Ket a new product has shrunk so much that 
it’s not who's there first but who’s there 
best that really counts. June, p. 66 

Print vehicles adopting restrictions on 
advertisers to counter cost trends are mak 
ing a mistake, especially in light of evi 
dence indicating poor planning might be 
bigger factor than costs in forcing demise 
of many publications. July, p. 88 

Brand differentiation is a key factor in 
marketing success. August, p. 60 

Amidst the current chaos in research, 
agreement among principals on methodol 
ogy, demographic identification, frequency 
and the need for multi-media data could 
help streamline research marketing. Sep 
tember, p. 98 

Unintended outcome of Access Ruling 
points up need for professionals in gov 
ernment regulatory bodies. October, p. 72 

Development of in-house capabilities, 
while often helpful to agencies, can prove 
uneconomical when they begin to take over 
agency functions. November, p. 84 


Bartering for time and space through 


“barter banks’’ has many shortcomings 
and should be engaged in judiciously. De 
cember, p. 74 


MEDIA PEOPLE 


13 media directors report on *‘the ideal 
media buyer’’ They point to new re 


quirements for precision, post buy 
analysis, negotiation, and audience qual 
ity. March, p. 58 
Why Bob Bloom is not a 15-percenter 

The Bloom Agency in Dallas has found 
success (doubled its volume) and happiness 
(20% profit) on a fee basis). March, p. 60 
Bill Lyons of 


Nadler & Larimer offers a different ap 


How to avoid the rush 


proach to media planning. March, p. 106 

**Come out of the closet, Walter! 
Lee Gaynor of Media Partners disagrees 
with Walter Staab’s closet buying. March, 
p 134 

The media job picture Jerry Fields, 
media placement specialist, predicts 
greater opportunities for media and market 
ing personnel away from traditional ad cen 
ters. May, p. 70 

Viewpoint: Sterling Quinlan on the 
FCC's 25-year decision. May, p. 126 

Viewpoint: Bob Palmer asks, **Why do 
agencies downgrade media?’’ May, p. 130 

The model advertiser meets the model 
rep Don Osell of Green Giant and 
Woodward, 


e exchange their models 


George Schmidt of Cresmet 
O'Mara & Ormsbe 
of ideal media buyer and seller. June, p. 64 

Wayne Nelson's 


knowledge’ 


college of media 
The director of product 
management in the Health Care Division of 
Johnson & Johnson makes sure his younger 
product men are media wise. July, p. 58 
Viewpoints: The six “*C’s’’ of in-house 
media Sue McClelland 


media for Gallo wines, tells why she’s in 


director of 


favor of in-house advertiser media capabil 
ity. August, p. 78 

Do mediamen make good agency presi 
dents? The argument in favor of 
mediamen stepping into the top spot in ad 
agencies is that they understand both 
money and marketing management. Sep 
tember, p. 66 

Maneloveg, seller What happened 
when famous media director became a 
magazine sales executive. October, p. 64 

**Media/creative is a two-way street’ 
W. Robert Wilson, vp-media services, 
Hoefer, Dieterich & Brown, San Fran 
cisco, offers advice to both media and crea 
tives. November, p. 92 

Mortensen of Y&R explains Terry 
Pellegrino’s new role as consultant and 


Y&R National, Inc 


coordinator for 


Y&R’s latest offshoot. Inside Media, 
November, p. 36 

Polly the planner (media, that is) 
Polly Langbort started as a secretary at 
Y&R and stayed. Today she’s media plan 


ning chief. December, p. 66 
MEDIA DEPARTMENT 


‘*I’ve been accused of thinking too much 
like a client” Jim Barker re-shaped 
media at Honig-Cooper & Harrington to 
match the needs of brand managers. Hence 
the “‘encomium.’*’ February, p. 66 

**How we woo the influentials’’ 
Guest Editor Sheldon Taule tells why he 
seeks precise targets and high frequency 
for an association campaign. His example 
of how it’s done is the Pharmaceutical 
Manufacturers 
April, p. 60 


Today's world of media buying 


Association campaign 


Part I 
First of a series of six articles in which a 
penetrating look is taken at the top 40 bill 
ng ad agencies in the U.S. and how thei 
media departments have been reorganized 
to meet the changing needs of modern 
marketers. June, p. 49 
Chuck Peebler and 
Alan Jacobs of Bozell & Jacobs believe all 


The streakers 


agencies should fully disclose their 
financial positions. They call this 
“financial streaking.’* June, p. 60 

Part 2 


Profiles of the top 10 full-service agen 


Today's world of media buying 


cies showing how they have restructured 
media planning and buying departments 
Organization charts of the leaders and 
what's unique about each. July, p. 62 
MPI helps pick markets — Guest Editor 
Dan Borg has been testing a media analysis 
system (MPI) for several years. Here's 
what it is, how it came about, how it 


August, p. 52 


works 

Today's world of media buying, part 3 

How the second ten agencies, |! 
through 20 in U.S. billings, have restruc 
tured their media planning and buying de 
partments. August, p. 54 
Part I\ 


How the second 20 agencies in the U.S 


Today's world of media buying 


billings, Nos. 21 through 49, are organized 
and operate for media planning and buy 
ing. September, p. 68 
Today's world of media buying, part 5 
The competition to full-service agencies 


includes buying services, in-house agen 


cies. Here’s how they're structured, Ox 


tober, p. 5 
Roundtable 8: 15 percent or tee? 
Agency compensation has become a hot 
potato once more as more advertisers em 
brace a la carte concept. October, p. 6¢ 

Today's world of media buying, | 


The wrap-up to this six-part series 
p-Uf | 


cuses on those factors that are most likely 
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to affect media planning and buying ir 
1975. November, p. 55 

Cost of ad production Don Doge, vp 
Black-Russell-Morris, has an answer to Al 
Ries’s worry about the high cost of busi 
ness magazine ad production. November, 


DKG’s 


newly 


do-it-yourself gang The 


ecognized media operation at the 


December, 


forty-first largest U.S. agency 


p ou 


Mediology columns 
by Ed Papazian: 

Take the risks necessary to evolve a 
creative media plan and you ll find yourself 


happier with the results than if you had 


ed the client. January, p 


buyers should be freed of those 


rime 
senseless restrictions that are imposed upon 


them that destroy their effective 


\ simple question posed by a client (ju 
the reach and frequency level) brought 
about some deliberation 
March, p. 12 
Another look at TGI and 


interesting 
Simmon 
cinct review of the Golden West 


Ruling had weaknesses 
dampened advertiser interest 
turned the 7:30-8 slot into a we 
asteland”’ than it ever was. Jun 
nt state of media research gives 
idea of ad effectiveness in <¢ 
up to advertising business to 
sure for more sophisticated data in de 
ing impact. July 14 
time hen cost-compared to 
is often a better tv investment 
>and viewer attentive 
August, p. 12 
esearch information on im 


all in tv, radio and print leaves 


advertisers make intuitive a 


judgmet n selecting media 


than quality is cause for 

lays of tv were superior to 
Jctober p 12 

should he awawre OF Cf mple x 


Feneies in spot 


| NDuving 


9 
ions Study and TGI 1 
variance in demographi 


line figures as well. Decen 


papers Suppose w 


SU pages this year? Peter 


Dow wanted some answers to his roposed 


question. What would be hi for this 
large a buy? Different newsp 
their answers. Media Month 
10 

Can newspaper color be national 


medium? It looks as though ne w spapers 
have a way to go before the different forms 
of color can attract many multi-market na 
tional advertisers. Media Month, April, p 
10 

Retailing’s 1974 Media Mix A de 
scription of where retail money for adver 
tising will go in 1974. Media Month, May, 
p. 12 
Will the ABC Data Bank strike out 
again? — For the third time since 1971 the 
Audit Bureau of Circulations has asked 
newspapers to let them ban omposite 
dience data. May, p. 64 

The new breed of newspaper 
slogan is *‘ask and ye shall receiy How 
he functions as an active link | en na 
tional advertisers and local markets. July, 
p. 54 

‘*Don’t drop the 2% for cas! MEDIA 
NECISIONS looks into the prob created 
as more and more newspapers drop cash 
discount. September, p. 56 
Costa’s $2,000,000 newspaper cam 
Why the Costa Lines 


its budget into Sunday newspapers as one 


paign 
of the most consistent news] advertis 
ers around. November, p. 62 
As I See It columns 
on Newspapers by: 

Sandy 


medium offers a full range 


Reisenbach e€ newspaper 
program 
ing and the flexibility to use it daily 
January, p. 82 
Dan Borg 


appear healthier in terms 


Some suburban weekiies 
ditorial and 
advertising than some of tl entral city 
newspapers in their immediate areas. Feb 
ruary, p. 72 

Dave Arnold Newspap 


age 1s a Variable that require 


shrink 
inves 


igation with all the printing 


processes in use today rcl 78 


John Meskil Newspape! 


something about the two b 


should do 
plaints 
Position treatment and ad reproduction 
April, p. 74 
Mike Drexler 
faster close than eve 
May, p. 84 
With posit 


laintain 
flexibility 
Dan Borg 


paper advertising assuming 


news 
impor 
tance resultant higher pren 
sections should cause a 
what is to be gained in pla 
ing game. June, p. 74 


Dave Arnold Despit 


prime 


creases newspapers experience W hen drop 
ping cash discounts, action is not wise in 
light of damage done to cash flow. July, p 
R? 

John Meski 


in talent to research better production and 


Newspapers must invest 


distribution methods or face dire conse 
quences of outmoded systems 


62 


August, p 


Mike Drexler 


offer advantages over large dailies in reach 


While local newspapers 


ing suburban and small town audiences and 
in market selectivity, rates remain a barrier 
to national advertiser use. September, p 
90 

Dan Borg — Newspapers are heavily in- 
volved in comprehensive reader research 
making it relatively easy to take the 
medium into consideration when planning 
campaigns. October, p. 80 

Lois Seiden 


Sunday supplements, 


with high reader response and good reader 
ship profile, are good backup medium, de- 
spite problems in reproduction and editor 
ial content. November, p. 76 

Dave Arnold Newspaper production 
changes are creating problems for agencies 
that could be alleviated in part by more 
communication, something in the works in 
the form cf production specification list 


development by 4A’s. December, p. 76 
OUTDOOR 


How an insurance company builds sales 
with outdoor Why Life of Georgia put 
half its budget into the medium exposed to 
prospects in small towns throughout the 
Southeast. July, p. 60 

“I can’t find enough media for my ad 
dollars s In this call for HELP 
guest editor Richard Grieb explains why he 
has initiated a search for new ways to use 
old media and new media in which to ad- 
vertise Smirnoff brands. September, p. 53 
Out-of-Home columns by: 

Karen Wright 


ing medium will not be affected by the cu 


The outdoor advertis 
rent energy Crisis in the same Way or to the 
same extent in all markets. January, p. 74 

Henry Prasse \ complete re 
evaluation of the medium is called for in 
view of the energy crisis. February, p. 80 

Bob Flood 
crisis as it affects outdoor advertising finds 


March, p. 76 


The energy crisis brought 


A review of the energy 


it not as bad as expected 
Bob Woods 
about a lot of scrambling in outdoor with 
some concessions to clients 
April, p. 76 
Karen Wright 


another energy crisis to institute remedial 


necessary 
Let’s not wait for 


research projects. May, p. 78 
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Bob Woods 
significant place in outdoor, but improve- 


Junior Posters have a 


ments in appearance are needed to establish 
medium as front-line format. June, p. 84 

Bob Flood 
gionally to national advertisers point up 


Difficulties of selling re- 


need for new national outdoor organiza- 
tion. July, p. 84 

Henry Prasse — Plant operators must be 
prepared to justify planned rate hikes in 
terms of improved performance, since ad- 
vertisers can’t be expected to acquiesce 
simply because of cost increases. August, 
p. 64 

Bob Flood 
come a long way in meeting industry stan- 
dards, soon to be updated by OAAA, but 
outmoded lighting and materials are still 


Outdoor posters have 


used by some owners. September, p. 102 
Bob Woods 


ecutives to include outdoor in their mixes 


Failure of many ad ex- 


often reflects lack of awareness of medium 
rather than preference for other media. Oc- 
tober, p. 78 
Henry Prasse Morning illumination 
issue might be made less intense if adver- 
tisers recognize time Is required to adjust to 
new lighting schedules and if plant 


operators issue policy statements to clarify 


their intentions. November, p. 86 


Karen Wright New Institute of Out 
door Advertising should prove valuable 
source of information to agencies. De- 


cember, p. 80 
RADIO 


Fibber McGee is back \ heart- 
warming saga of how Buchen Advertising 
brought radio drama back. March, p. 64 

Special report 
Radio In this marketers’ guide to radio, 
MEDIA DECISIONS looks into why radio is 


The target medium 


underused, how certain advertisers use it 
well, the growing supply of audience re- 
search. July, p. 49 

*“*I can’t find enough media for my ad 
In this call for HELP guest 
editor Richard Grieb explains why he has 


dollars 


initiated a search for new ways to use old 
media and new media in which to advertise 
Smirnoff brands. September p. 53 

The beer battle 


the 21 leading beers are locked 


In both radio and tv 
i; combat 
over the best sports sponsorships and ad 
jacencies. September, p. 58 

The 1974-75 sports explosion — Sports, 
the great American entertainment machine, 
continues to gobble up broadcasi time and 
devour columns of print as advertisers vie 
to foot the bill. November, p. 64 

Year of flexibility, 1975 A three-part 
forecast prepared by the MEDIA DECISIONS 


staff. December, p. 53. Part | Key 
words for the new year are flexibility, ac 
countability, and concentration, p. 54. Part 


Part 3 Network commitments will be 


delayed. Spot tv reps are hedging their 
bets. Spot radio expects to benefit from 


tight budgets, p. 58 


As I See It columns 
on Radio by: 
Dan Borg 


to rates should be attempted this year 


Realistic goals with regards 
January, p. 72 
Lois Seiden Radio reps are asked not 
to overlook the medium sized agency. Feb 
ruary, p. 76 
John Meskil 


fect the listening habits of radio users 


rhe energy crisis will at 


March, p. 70 
Roger Bumstead — Radio’s problem is a 
matter of bad strategy including poor 
selling tactics vis-a-vis the national adver 
tiser. April, p. 70 
Dan Borg 


equivalent to not making up one’s mind 


Making a “‘barrel buy” is 


and relegates the buyer to that of a proc 
essing clerk. May, p. 76 
Dave Arnold 


radio network drama market targeting 


Dave does a spoof on 


problems. June, p. 76 
John Meskil 


volume rises, so does share of total time 


As radio advertising 
purchased by local retailers one good 
proof that radio advertising works. July, p 
x4 

Mike Drexler 


gree of selectivity to match target market 


Radio offers a high de 


ing objectives, but more work is necessary 
to make computerized data applicable to 
fast-paced business of making spot buying 
decisions. August, p. 68 

Dan Borg 


mining concentration on individualized 


Volume buying is under 


needs of accounts both by radio salesmen 
and agency buyers. September, p. 100 
Dave Arnold The variety in radio 
markets demands that advertisers find 
means to determining radio use on a 
market-by-market basis. October, p. 78 
Jim Barker 
dience research are welcome breakthrough 
November, p. 86 
John Meskil 


station-sell is missing opportunity to pro 


New efforts in ethnic au 


Salesman emphasis on 


mote radio as primary rather than secon 
dary medium in competition with tv and 
magazines. December, p. 70 


RATES 


1974-75 cost trends MEDIA 
DECISIONS’ fourth annual analysis in two 
parts. Part one shows costs of nine major 


media over last ten years. Part two fore 


casts media cost rises for calendar year 
1975. August, p. 43 

Cpm's and rating points aren't the whole 
story How Frank McDonald of Cun 
ningham & Walsh takes his buyers one di 


mension beyond the cpm’s. October, p. 60 
RESEARCH 


Frank Stanton confident that revised *74 
Simmons study will pass muster. Inside 
Media, January, p. 40 

Give and take At MEDIA DECISIONS 
fourth annual fall seminar in New York the 
key topic was how media could help adver 
tisers use their media dollars to best advan 
tage. January, p. 60 
The Broadcast 
Ratings Council and Open Audit of ARI 


are two watchdogs of the audience meas 


How vajid are they? 


urement business. Are they making sure 
that buyers and sellers get a fair shake? 
February, p. 56 

Are media deciders thinking life-style? 

Psychographic research is eagerly 
sought by some media and market plan 
ners, shunned by others. Why? February 
p. 62 

Advertisers love agencies, but 
New ANA report puts the spotlight on de 
sire of large advertisers for modular agency 
services, Opportunity to select from full 
range of agency services. February, p. 68 

Magazine researchers concentrate on 
segmented audience studies Simmons, 
Starch and Bowdren Associates are doing 
new magazine studies. Media Month, 
March, p. 10 

Will Tumult over Simmons and TGI 
1973 open audits backfire against ARF”? 
The points of view on the issue are dis 
cussed. Inside Media, April, p. 42 

NSI asking agency subscribers whether 
they'll agree to end weeklies ne 
reasons why media directors want them 
continued are listed. Inside Media, April, 
p. 44 

Roundtable 7: The credibility gap in 
media research This MEDIA DECISIONS 
panel of experts admits to real problems in 
magazine studies, and offers some ideas on 
April, p. 51 


The campaign that psychographics built 


how to correct them 

How Bermuda's tourism schedule was 
developed around a behavior and attitude 
study that helped match the market to the 
media. April, p. 64 

Simmons and Simmons Research off 
and running in different direction 
Frank Stanton and two associates acquit 
Simmons Research, and Bill Simmons dis 
cusses ARF audit. Inside Media, June, p 
26 


ANA-MEDIA DECISIONS cont 
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ANA an 


nounces contest in which anyone in adver 


seeks new faces, new ideas 


tising may submit paper to compete for 
selection as one of three that will bring 
writers to New York tor Media Workshop 
Media Month, July, p. 10 

Timothy Joyce counters Charlie 
Jacobson’s pokes at magazine research 
Joyce terms ANA syndicated magazine re 
search services critique written by Jacob 
son “‘one-sided’” and *‘not supported by 
evidence 


38 


Inside Media, September, p 
The Automated Checkout Phis new 
development at the point of sale is being 
watched closely by national advertisers be 
cause it promises to revolutionize the way 
they account for media effectiveness. Sep 
tember, p. 62 


Magazine Research: ‘‘Elite’’ 


Purchase Influence’ Hold it, here’s 
Simmons Simmons reveals new figures 
and notes sample matches Census break 
outs. Media Month, November, p. 10 
Year of flexibility, 1975 A three-part 
forecast prepared by the MEDIA DECISIONS 
staff. December, p. 53. Part | Key 
words for the new year are flexibility, ac 
countability, and concentration, p. 54. Part 
2 Business press is optimistic. Con 
sumer magazines are off to a good start 
Newspapers pitch their flexibility. Outdoor 
has some recession proof clients, p. 56 
Part 3 Network commitments will be 
delayed. Spot tv reps are hedging then 
bets. Spot radio expects to benefit from 
tight budgets, p. 58 
SPECIAL SECTION 


lionaire brands 


The top 500 mil 
Following a complete 
explanation of the data, brand expenditures 
are presented in two parts as follows: Total 
expenditures in eight major media (includ 
ing newspapers for the first time this year) 
of the top 500 brands in media expendi 
tures. Data is given for 1973, 1972 and 
1971, p. 115; Expenditures in each of the 
eight major media by leading brands within 


> 


the 75 largest categories, p. 132. December 


As I See It research columns by: 
Phil Shiffman 


as to how the energy crisis may affect the 


Here are some answers 


broadcast and print media and their meas 
urement. January, p. 76 
Phil Shiffman Four studies of selec 
tive markets are underway by different 
magazine researchers. February, p. 78 
Phil Shiffman 


major magazine audience study is not 


Reasons for why a 
necessary every year are listed. March, p 
79 


Phil Shiffman 


appearance of national retailers on televi 


With the increasing 


sion new questions are going 
answered by researchers. April 
The cal 
added research for the new 

May p. 76 


Bernie Guggenheim There 


Helen Johnston 


dearth of commentary on the ques 


how magazine editorial content 


cal pac kaging effect ad effective 


p. 72 
Phil Shiffman 


xroblems with sampling, non-response and 
} 


Despite continuing 


lefining population segments, lox 
aking progress in imp 

liability of ethnic market data. Ju 

Although 1 


spent in media research, basi 


Helen Johnston 


essentially unchanged from wha 
years ago. Industry pooling 
might be needed to break new 
gust, p. 64 

Bernie Guggenheim Excess 
tive publicity on research follow 
study on TGI and Simmons need 
balanced by focus on benefits derived from 
using data in combination with sound 
judgment. September, p. 96 

Helen Johnston Psychographics by 
measuring attitudes of buyers toward 
products could be improvement over de 
mographic quantitative descriptions in de- 
termining advertising decisions. October, 
p 76 

Phil Shiffman 


and resultant encumbrances in acquiring 


Overabundance of data 
and processing it demand elimination of 
superfluous information. November, p. 80 

Bernie Guggenheim Reduction in 
data is not answer to problems arising out 
of buyer misunderstanding of information 
and failure of reps and agencies to explain 


data usage. December, p. 68 


TELEVISION 


) 


Trouble ahead for daytime tv 
Agency media directors see a flaw in cur 
rent prosperity of nets in daytime. Ratings 
for key audience segment women 18-49 are 
April, p. 56 


slipping | 
Can tv station groups get big advertisers 


SOME ott 


to agree to rate stabilization 
the record’’ comments on this question. In 
side Media, May, p. 36 

Why Mrs. Barth buys violen ry 
tringe and odd adjacencies have ca ipulted 


two cosmetic products into volume sellers 


in self-service stores. May, p 
How advertising’s legal pundits size 

the children’s tv rumble Agenc\ 

advertiser lawyers quizzed on FT¢ 

man statement concerning children’s ad 


vertising exploitation fall into two groups, 


one insisting on further FTC clarification 
and rules and the other desiring early self 
regulatory moves anticipating FTC’s next 
step. Inside Media, July, p. 36 

Children’s tv: Calm before the storm? — 
Concessions made by broadcasters and ad- 
vertisers to consumerists have taken the 
heat off. But for how long? August, p. 48 

The 1974-75 sports explosion — Sports, 
the great American entertainment machine, 
continues to gobble up broadcast time and 
devour columns of print as advertisers vie 
to foot the bill. November, p. 64 
As I See It tv columns by: 

Dave Arnold — 
offered for the mini-series on tv this year. 


Congratulations are 
these ‘‘specials’’ are examples of 
television’s ability to serve various kinds of 
audience interests. January, p. 72 

John Meskil 


able changes in programing the advertiser 


In the face of unpredict- 


should be able to count on some guarantee 
and compensation if his rating is hurt. Feb- 
tuary, p. 72 
Sandy Reisenbach Specials provide 
audiences as large as other shows with all 
the plusses of environment and greater re- 
sponsiveness to advertising. March, p. 80 

Dan Borg The tightening of the 
economy had good and bad effects on the 
tv industry. April, p. 74 

Dave Arnold — Consumer pressure has 
the networks responding with more educa- 
tional and informational children’s tv 
scheduled for this fall. May, p. 80 

John Meskil 
show by show, night by night. June, p. 68 

Mike Drexler — Fragmentation of audi- 
ences in tv programing might be one an- 
swer to the space demand problem that has 
fired the clutter issue. July, p. 86 

Dan Borg — Heavy fall scheduling com- 


Network fall tv forecast, 


ing on heels of summer vacations poses 
problems for media buyers. Agreement on 
a system between networks and local sta- 
tions to avoid competitive clutter would 
make things easier. August, p. 66 

Dave Arnold — Sample auditing proves 
effective way of monitoring spot tv per- 
formance. September, p. 98 

John Meskil A fourth tv network 
would provide outlet for abundance of 
programing advertisers currently are un- 
able to find time for in network scheduling 
October, p. 74 

Sheldon Taule Networks continue to 
ignore non-New York agencies despite the 


7« 


fact that these firms handle 27% of national 
ad volume. November, p. 76 

Frank Carvell Elimination of pre- 
miums and reductions in time are causes 
for concern in children’s advertising. De- 


cember, p. 76 
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